This research aims to identify and evaluate different factors influencing the customer decision in selecting a community pharmacy in the city of Amman, and study the possible impact of branded pharmacy on the selection process. Five main factors were selected based on the literature review, including convenience, physical environment, sales promotions, qualified and experienced pharmacists and customer service and three main hypotheses and twelve sub-hypotheses were developed. A descriptive analytical methodology, quantitative approach, utilizing survey strategy utilizing questionnaire were used. The population of this research consists of customers who decide to choose a community pharmacy which is estimated at 934.5 thousand households. To collect the primary data, a self-administered questionnaire was prepared based on previous studies; 1070 questionnaires were distributed in different community pharmacies in Amman using convenience sample (pharmacy intercept), 801 filtered and screened questionnaires were sent for statistical analyses. The results reveal that customer service factor had the highest effect on customers' selection of pharmacies, followed by qualified and experienced pharmacists and convenience, respectively. Sales promotions and physical environment have the least impacts on customers' decision. The results also show that there is a partial statistically significant mediation effect of branded pharmacy on the direct relationship between the selected factors and customers' pharmacy selection. The demographic variables have no statistically significant moderating effects on the direct relationship between the selected factors and pharmacy selection. Discussion, managerial implications, and future research recommendations are provided.
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Introduction
The Hashemite Kingdom of Jordan is a small developing Arabic country with limited supplies of natural resources. Despite this scarcity of natural resources; it has been able to develop many industries significantly such as pharmaceutical industry. The pharmaceutical sector in general, and community pharmacies field in particular, plays an important role in providing health care services to public, and act as a link between other medicine providers and patients. The Department of Statistics (2016) stated that the number of pharmacies in Jordan has been increased by an average of 25.5% within the past 4 years. Although there are many regulations by the Jordanian Pharmacists Association (JPA) to control the competition, such as fixed price of medications, the distance between pharmacies and the prevention of any kind of advertising for pharmacies, the competition is still hard due to the rapid increase in the number of pharmacies. In such highly regulated environment, it is important to know how each pharmacy can stand out to attract and retain customers by identifying the factors that customers consider while evaluating and choosing a pharmacy in the presence of many other pharmacies.
This research explores and evaluates the factors (the independent variables) affecting customers' selection of pharmacies (the dependent variable) in Amman, the possible mediating effect of branded pharmacy (the mediator variable) on the direct relationship between independent variables and dependent variable, and the possible moderating effect of selected demographics (the moderator variables) on the direct relationship between independent variables and dependent variable.
The research problem can be reflected in the following four main questions:
 What are the main factors affecting customers' selection of pharmacies in Amman?  Which factor has the most effect on customers' selection of pharmacies in Amman?  What is the possible mediation effect of branded pharmacy (if any) on the direct relationship between the factors affecting customers' selection and the actual pharmacy selection?  What is the possible moderation effect (if any) of selected demographics, namely; age, gender, marital status, educational level, monthly income, visits frequency, number of household members, and type of pharmacy on the relationship between the factors affecting customers' selection and the actual pharmacy selection?
Literature Review
It is important for pharmacies to understand the consumer buying behavior to help them understand in the competition, according to Kotler and Keller (2016) consumer buying behavior "is the study of how individuals, groups, and organizations select, buy, use, and dispose of goods, services, ideas or experiences to satisfy their needs and wants". Thus, it is crucial to understand which factors affect consumer buying behavior the most and why.
Factors Affecting Customers Selection of Pharmacies
Factors affecting the selection of retail stores differ from country to country, and the importance of these factors is still under discussion among academics, researchers and experts in many fields. As emphasized above, the impact of many factors in the selection of retail stores is a controversial topic and need more studies (Al-Abdallah & Bataineh, 2018; Berisha Qehaja & Shiroka Pula, 2015) . According to Chamhuri and Batt (2009) patients' preferences during pharmacy selection may be closer to their preferences during retail or grocery store selection than their priorities during physician or doctor selection. Hence, the researchers reviewed literature for both of the factors affecting selection of stores while buying fast moving consumer goods and the factors affecting pharmacy and clinic/hospital selection. Based on these studies the following factors were selected: Convenience, Physical Environment, Sales Promotions, Qualified and Experienced Pharmacists and Customer Service (Bahadori et al., 2016; Motawni & Devendra, 2014; Merks et al., 2014; Eroglu, 2013; Malewski et al, 2015; Abdul Kareem, 2013; Chamhuri and Batt, 2009) .
Ha1: There is a statistically significant direct effect of the selected factors (Convenience, Physical Environment, Sales Promotions, Qualified and Experienced Pharmacists, Customer Service) on the customers' selection of pharmacies in the city of Amman at (α ≤ 0.05).
Convenience
Convenience is perceived as easily accessible by public transports, wide parking space and consumer friendly environment, which is instrumental attribute in pharmacy retail success, since convenience dimensions have significant importance in retailing and play crucial role in customer store choice. Researchers further identified convenience by different dimensions such as, trading hours, proximity, accessibility, parking and ease of movement. Time and effort, used as dimensions of convenience remain consistent (Abu Bashar & Saraswat, 2015) . In this research, store location, availability of parking facilities and extended operation hours used to define convenience factor.
Ha 1.1:
There is a statistically significant direct effect of convenience on customers' selection of pharmacies in Amman at (α ≤ 0.05).
Physical Environment
Store physical environment can be described as all kinds of physical stimulants such as store decoration, product shapes, packages, products display, colors, lightening, ventilation, odors, music, the appearances of sales representatives and their attitudes, other customers, and any other stimuli that may affect the customers experience in some way. Store environment is a good way to gain a competitive advantage for retailers (Alabdallah, 2015) . In addition, it's one of the most important factors affecting customers' store selection, as it has positive effect on consumers purchasing attitude and their commitment (Sezgin & Küçükköylü, 2014) .
Ha 1.2:
There is a statistically significant direct effect of physical environment on customers' selection of pharmacies in Amman at (α ≤ 0.05).
Sales Promotions
Kotler and Keller (2016) defined sales promotion as "collection of incentive tools, mostly short term, designed to stimulate quicker or greater purchase of particular products or services by consumers". Promotions as a communication tool are more effective than classic media advertising because it can reach customers in the right place and time where purchase decisions remade (Mustafa & Al-Abdallah, 2020) . Promotions are mainly used to attract customers and increase sales through directly influencing individual to take a quick decision and finalize purchasing process (Shamout, 2016) . Medicine price was found to have a strong factor affecting repeated purchases and customer loyalty in different markets and countries (Al-Abdallah & Ahmed, 2018; Brooks & Simkin, 2012; Goi, 2012 ) thus it's widely used to attract customers in pharmacies (Lostakova & Horakova, 2014) , however, medicine prices are fixed in most developing countries markets, including Jordan. Pharmacies are banned from offering any sales promotions to control the competition between pharmacies, there are some regulations violation by many pharmacies both independent and chains, and clear manipulation of such regulations without the need to directly provide prices discounts, nevertheless, there will always be a limit to the extent that sales promotion can be used in community pharmacies, which also opens the door for some creativity (Aboumoghli & Al-Abdallah, 2018) .
Ha 1.3:
There is a statistically significant direct effect of sales promotions on customers' selection of pharmacies in Amman at (α ≤ 0.05).
Qualified and Experienced Pharmacists
Pharmacies are considered as the primary health care services providers through providing advices and counseling about health and medications to patients (Tylee et al., 2007) . Pharmacy staff, including pharmacists, must be helpful, courteous and have the willingness to advice the customers directly and in the right way due to high customers' expectations about services in pharmacies (Wang, 2018) . Pharmaceutical care is "the responsible provision of drug therapy for the purpose of achieving definite outcomes that improve a patient's quality of life" (Hepler & Strand cited by Brian et al., 2015) . It focuses on patientoriented services and continuous quality improvement in the pharmacy. Pharmaceutical care delivery process consists of seven successive steps that deal with: evaluation of patients' needs, identification of actual and potential drug-related problems, and working with patients and professionals to design, implement and monitor an appropriate treatment plan. In Jordan, the actual application of pharmaceutical care is limited due to the lack of pharmaceutical training and physicians' acceptability to change patient treatment plan following pharmacists' recommendations. Despite the willingness of community pharmacists to implement pharmaceutical care practice; professional training is needed to encourage all health care providers to collaborate and apply these important health care practices (Elayeh, 2017) . According to Ayub and Mustafa (2017) single community pharmacies are more willing to use customer relationship management through applying strategies and technologies that used in monitoring and analyzing customer interactions data throughout their lifecycle to improve the relationships with customers, increase customer retention and finally drive more sales (Bataineh et al., 2015) .
Ha 1.4:
There is a statistically significant direct effect of qualified and experienced pharmacists on customers' selection of pharmacies in Amman at (α ≤ 0.05).
Customer Service
Customer service is defined as an organization's ability to meet the needs and desires of its customers. According to Wreden (2004) professional customer service must include attention, smile, enthusiasm, courteous words, warmth, patience, understanding, sincerity, consideration and appreciation. Although it is hard to develop a customer service plan and it takes effort and time, but if the effort is well spent it will build positive word of mouth and retain customers.
Developing customer service strategy ensures delivering a unique service to customers to buy again from the store due to the intimate touch associated with this customer service approach. Customer service in retail stores must be tailored to meet customers' expectations and ensure their satisfaction (Musasa, 2014) .
Ha 1.5:
There is a statistically significant direct effect of customer service on customers' selection of pharmacies in Amman at (α ≤ 0.05).
Branded Pharmacies
According to Loertscher and Schneider (2008) the branded store (or chain store) is a firm consists of two or more branches (stores) which have the same brand name, offer the same merchandise, centrally owned and managed, and usually supplied from central warehouse. Chain stores can be physically differentiated from local stores by standardization of appearance and services, which make it easy for customers to recognize if this store belongs to a particular chain (Alabdallah & Aborumman, 2012) . Standardization tells consumers that they can expect to receive the same type of product and service quality in all stores and in any time while building up a reputation for a certain level of quality is also feasible for local firms (Al-Bourini et al., 2013) . It is easy for chain stores to spread the reputation across different local markets through standardization (Al-Abdallah & Chew, 2020). In developing markets, small pharmacies are being replaced by luxurious, large pharmacy chains managed by organized retailers that allow customers to browse through a wide range of products including drugs, body care products, cosmetics and baby care products in a highly comfort and organized environment (Ayub & Mustafa, 2017) . Therefore, these chain pharmacies changed the face of community pharmacy sector, which is highly fragmented nowadays.
Ha2: There is a statistically significant mediating effect of branded pharmacy on the direct relationship between the independent variables and the dependent variable at (α ≤ 0.05).
Personal and Demographic Variables
According to Ayub and Mustafa (2017) factors affecting consumer behavior can be divided into four main categories: Cultural factors, social factors, cultural factors and psychological factors. However, and due to the nature of products sold in pharmacies, cultural factors, social factors and psychological factors may have low impact on consumer buying behavior in this filed but high effect on other sectors that offer different goods and services (Bataineh et al., 2015) . Personal factors in contrast with other demographic factors, including age, occupation, lifecycle stage, self-concept activities, interests, personality and opinions may highly affect customer buying decision within pharmacies. Demographics may moderate the direct relationship between the selected factors and the pharmacy selection since the demographic variables are important determinants affecting the store image and thereby the store choice patronage (Gupta & Singh, 2012) .
According to Keverkidis et al. (2018) young customers, mainly employed with a high educational level and low/high monthly personal income, stated that they do not always visit a single pharmacy and prefer formal relationship with the pharmacy staff. They considered the convenience factors the most important variable in their pharmacy selection process. However, customers who are mainly retired with low to moderate educational level and moderate income appeared to highly value pharmaceutical services. Customers of this segment showed a high level of loyalty to a particular pharmacy, as they were willing to make their purchases from one pharmacy and looking for more personal relationship with the pharmacists. Such evidences indicate the possible effect of demographic variables on the pharmacy selection process by different consumers.
Ha3: Selected demographic variables have significant moderation effects on the direct relationship between the independent variables and the dependent variable at α ≤ (0.05).
Research Methodology
This research follows a descriptive analytical methodology to achieve its purposes. The descriptive method is used to describe the impact of the independent variable (factors affecting pharmacy selection) on the dependent variable (pharmacy selection). The analytical method is used to explain the possible impact of the independent variables on the dependent variable. Furthermore, this research is utilizing an inductive approach, as the research is concerned with the generation of new knowledge emerging from the data testing starting from specific measurements to broader generalizations and conclusions. Accordingly, a quantitative approach is adopted because it offers estimates of the large population; evaluate their characteristics with statistical accuracy, and measuring their opinions, attitudes and behaviors and how they react toward a specific case. Survey strategy is found to be more suitable to the nature and aims of this research, utilizing a scientifically developed and tested questionnaire as the research instrument.
Research Population
The population of the research consists of individual consumers who make the purchase decision and buy from pharmacies on a periodical basis, on behalf of themselves or their households in Amman, either for personal consumption or for others' consumption. As a matter of fact, these conditions can be found in millions of Jordanian citizens as the majority of Jordanian families generally buy from community pharmacies on regular bases. With no public or general insurance system in Jordan, almost the entire Jordanian population (in households) represents the general population of this study. Consequently, the total population in Jordan is around 10 million according to the Department of Statistics (2018). This number refers to both Jordanians and non-Jordanians who live in Jordan. The non-Jordanian represent almost 30% of the total population leaving a little over 7 million Jordanian citizens living in Jordan. This population is distributed as follow; around 4.3 million people representing 42% of Jordan population, forming around 935 thousand households, live in Amman. The remaining 48% is located as follow; 1.9 million live in Irbid, 1.47 million in Zarqa, 0.59 million in Mafraq, 0.53 million in Balqa, 0.34 million in Karak, 0.25 million in Jerash, 0.20 million in Madaba, 0.20 million in Aqaba, 0.19 million in Ajloun, 0.17 million in Maan and 0.10 million in Tafileh.
Research Sample
Since buying from pharmacies is a periodic process in the Jordanian society and the fact that no complete list of the population of the research can be obtained from any official party in Jordan, the researchers used non-probability sampling technique. Pharmacy intercept sampling, which is a type of convenience sampling, is found to be the most appropriate way to collect the primary data of the research. The researcher limited the sampling frame to the capital city of Amman, since as explained in the section above, 42% of the Jordanian population lives in Amman, also, Amman residents are a mingle from all Jordanian cities, providing diverse and homogeneous society. According to Gill et al. (2010) in any study with population over 1 million, confidence level 95% and margin of error 3%, the sample should be 1066 respondents, the researchers aimed at collecting the data from around 1070 respondents since the targeted population included hundreds of thousands of decision makers. 1070 questionnaires were distributed in community pharmacies in the city of Amman and a total of 822 questionnaires were collected with a response rate of 76.8%. After the filtration and screening process, 801 questionnaires were sent to statistical analyses. The sample characteristics are presented in Table 1 as follows. Table 1 presents the sample characteristics where the majority of the sample are females, between the ages of 24 -30 years old, married with a bachelor's degree. The majority of the sample have an income level of less than 700 JD per month and 3-4 household members, who visit the pharmacy 2 -3 times per month and live in west Amman. The majority of the sample mainly sought prescribed medications from their pharmacies.
Primary Data Sources
A self-administered questionnaire was developed and used to collect primary data. The questionnaire's statements were obtained from previous similar studies with the needed modifications. Five-point Likert scale ranging from strongly agree to strongly disagree was adopted. The questionnaire was developed in English and after all the necessary tests and modifications the final copy was translated into Arabic. The questionnaire contains five main parts. The first part is the cover letter in which the researchers explained the topic of the research and why is it being examined along with clear emphasis on the voluntarily of filling the questionnaire and the right to stop at any time without any questions asked, in addition to the anonymity of the respondents and the confidentiality of collected data. The second part collected data on the independent variables through 30 five-point Likert scale statements. The third part collected data on the dependent variable through 6 statements. The fourth part collected data on the mediator variable through 4 statements, while the fifth and final part collected the demographics characteristics of the sample.
Pilot Study
The research questionnaire was presented to a statistical analysis specialist, a random sample of 25 copies were distributed at random pharmacies in Amman to make sure that the statements are understandable and obvious, the language is simple and clear, the nature of the responses fit the intended meaning, and the questionnaire measured what's supposed to be measuring. Necessary modifications and changes have been taken based on the analyses results. The subsections below explain the process of testing and validation.
Face Validity:
The researchers presented the questionnaire to a panel of 7 experts who are known for their insights. Four of them are academics specialized in the business and marketing filed and 3 of them in the pharmacy commercial field. The views and opinions of the panel were taken into account, the required adjustments were made, and the final questionnaire was sent for further testing.
Construct Validity
After establishing the face validity, construct validity was established using correlation coefficients test. The results are presented in Table 2 below. Table 2 indicates the person correlation values calculated between each item and the total of the variable (factor) it's assumed to belong to. This kind of correlation expresses the construct validity. It's known that the highest value of correlation that could be reached is (1) so a minimum of 40 % will be considered as acceptable correlation value (i.e. cutoff point of 0.40) (Laher, 2010) . Inspecting the provided values in the table above, it's clear that all the mentioned correlation values were > 0.40 suggesting good construct validity for each variable (factor) expressed by its related items.
Reliability Analysis
In order to establish the questionnaire reliability, the researchers tested the extent of the statements internal consistency, where the cohesion scale is rated by calculating the coefficient Cronbach's alpha. Cronbach's alpha indicates the strength linkage and cohesion between scales statements and sections. In addition, it reflects the grade for persistence (Hair et al., 2010) . Cronbach's alpha testing results are presented in Table 3 as follows. Table 3 indicates the results of Cronbach alpha reliability. The values ranged between (0.699) for qualified and experienced pharmacists to (0.875) for the factors affecting customers' selection of pharmacies (IV). These values reflect a good level of reliability given that the maximum value that could be reached is (1.00), a reliability coefficient of 0.60 or higher is considered "acceptable" in the majority social science research situations (Hair et al., 2010) the Cronbach alpha value for the whole questionnaire is (0.903). Accordingly, a conclusion of a satisfactory reliability can be drafted.
Hypotheses Testing
Since linear regression is applied to test the hypotheses, the researchers checked for two basic assumptions concerning the application of linear regression; normality of the data distribution of the independent variable and the level of multi co-linearity among the independent variables. The normality of data distribution is described using skewness test, while the multi colinearity is evaluated using the VIF (variance inflation factor), the results are included in Table 4 as follows. Table 4 presents the skewness values. The values are considered to be close to the normal distribution if it lies between (-2 and +2). The mentioned values suggest a closed data distribution to the normal distribution (George & Mallery, 2010) . The VIF results mentioned in the table range between (1.371) for sales promotions and (1.675) for the customer service, values less than (5) are considered to express low co-linearity (i.e. low correlation among the independent variables). Maddala (1992) mentioned that a value of VIF more than 30 is considered to be a big problem, a value more than 10 and less than 30 leads to un trust with the coefficients obtained, a value between 5-10 reflects a simple issue, while a value less than 5 creates little or no problem at all. Since the two basic assumptions concerning the application of linear regression have been checked, it is safe to apply liner regression to test the hypotheses.
Testing the First Main Hypothesis
The first main hypothesis is tested first through simple regression of the 5 sub-hypotheses it is broken to, then through multiple regression for all the factors combined. The results of the sub-hypotheses testing are presented in the following sections.
Testing the First Sub Hypothesis of the First Main Hypothesis
Ha1.1: There is a statistically significant direct effect of convenience on customers' selection of pharmacies in Amman at (α ≤ 0.05).
To test this hypothesis, simple linear regressions was performed. The results are included in Table 5 as follows. Table 5 shows the results of simple linear regression for the impact of convenience on pharmacy selection. The F-value (126.75) is significant because the related sig value (0.000) is less than 0.05. The beta coefficient reflects the impact value by the independent variable, which is (0.317), and significantly contributes to the dependent variable, as the probability of t statistics value (0.000) is less than (0.05); t statistics test the linearity importance of the beta coefficient obtained for the independent variable. The value of R 2 is an important indicator for model fitness known as coefficient of variation, which represents the amount of variation observed in the dependent variable and explained (accounted) by the independent variable(s). As the value of R 2 increases the better the model fit is and the stronger explanation of the independent variable. The obtained results indicate that independent viable is accounted for 13.7 % for this model, which is considered a weak effect (R is less the 0.4) (Mukaka, 2012) .
As a result, the alternative hypothesis is accepted.
Testing the Second Sub Hypothesis of the First Main Hypothesis
Ha1.2: There is a statistically significant direct effect of physical environment on customers' selection of pharmacies in Amman at (α ≤ 0.05).
To test this sub-hypothesis, simple linear regressions was performed. The results are included in Table 6 as follows. Table 6 shows the results of simple linear regression for the impact of physical environment on pharmacy selection. The F value (151.33) is significant because the related sig value (0.000) is less than 0.05. The beta coefficient reflects the impact value by the independent variable, which is (0.360) and significantly contributes to the dependent variable as the probability of t statistics is (0.000) less than 0.05. The t statistics tests the linearity importance of the beta coefficient obtained for the independent variable. The value of R 2 which is an important indicator for model fitness, represents the amount of variation observed in the dependent variable and explained (accounted) by the independent variable. As the value of R 2 increases the better the model fit is and the stronger explanation of the independent variable. The obtained results indicate that this dimension is accounted for 15.9 % for this model. Which is considered a weak to moderate effect (R less the 0.4) (Mukaka, 2012) .
Testing the Third Sub Hypothesis of the First Main Hypothesis
Ha1.3: There is a statistically significant direct effect of sales promotions on customers' selection of pharmacies in Amman at (α ≤ 0.05).
To test this hypothesis, simple linear regressions was performed. The results are included in Table 7 as follows. Table 7 shows the results of simple linear regression for the impact of sales promotions on pharmacy selection. The f value (88.58) is significant because the related sig value (0.000) is less than 0.05. The beta coefficient reflects the impact value by the independent variable. which is (0.191) and significantly contributes to the dependent variable as the probability of t statistics is (0.000) less than 0.05. The t statistics tests the linearity importance of the beta coefficient obtained for the independent variable. The value of R 2 is an important indicator for model fitness that represents the amount of variation observed in the dependent variable and explained (accounted) by the independent variable. As the value of R 2 increases the better the model fit is and the stronger explanation of the independent variable. The obtained results indicate that this dimension is accounted for 11.0 % for this model. Which is weak effect (R is less than 0.4) (Mukaka, 2012) .
Testing the Fourth Sub Hypothesis of the First Main Hypothesis
Ha1.4 There is a statistically significant direct effect of qualified and experienced pharmacists on customers' selection of pharmacies in Amman at (α ≤ 0.05).
To test this hypothesis simple linear regression was performed. The results are included in Table 8 below. Table 8 shows the results of simple linear regression for the impact of qualified and experienced pharmacists on pharmacy selection. The f value (255.48) is significant because the related sig value (0.000) is less than 0.05. The beta coefficient reflects the impact value by the independent variable. Which is 0.62 and significantly contributes to the dependent variable as the probability of t statistics is (0.000) less than 0.05. The t statistics tests the linearity importance of the beta coefficient obtained for the independent variable. The value of R 2 is an important indicator for model fitness that represents the amount of variation observed in the dependent variable and explained (accounted) by the independent variable. As the value of R 2 increases the better the model fit is and the stronger explanation of the independent variable. The obtained results indicate that this dimension is accounted for 24.2 % for this model. Which is considered a moderate effect (R less than 0.6) (Mukaka, 2012) .
Testing the Fifth Sub Hypothesis of the First Main Hypothesis
Ha1.5: There is a statistically significant direct effect of customer service on customers' selection of pharmacies in Amman at (α ≤ 0.05).
To test this hypothesis, simple linear regressions was performed. The results are included in Table 9 below. (9) shows the results of simple linear regression for the impact of customer Service on pharmacy selection. The f value (531.47) is significant because the related sig value (0.000) is less than 0.05. The beta coefficient reflects the impact value by the independent variable. Which is 0.581 and significantly contributes to the dependent variable as the probability of t statistics is (0.000) less than 0.05. The t statistics tests the linearity importance of the beta coefficient obtained for the independent variable. The value of R 2 is an important indicator for model fitness that represents the amount of variation observed in the dependent variable and explained (accounted) by the independent variable. As the value of R 2 increases the better the mode is and the stronger explanation of the independent variable. The obtained results indicate that this dimension is accounted for 39.9 % for this model. Which is considered relatively strong effect (R is less than 0.8) (Mukaka, 2012) . As a result, the alternative hypothesis is accepted
Multiple Regression Analyses
A further investigation of the impact of the factors affecting pharmacy selection was performed by studying the simultaneous effect of all the factors acting together. Such way benefits to differentiate among the factors that significantly contribute to the dependent variable prediction and also to differentiate among the impact values expressed by the beta coefficients. For this purpose, multiple linear regressions were performed. The results are included in the Table 10 below. Table 10 shows the results of multiple linear regression of all the factors on pharmacy selection. The significance of the relationship between the two variables is concluded by f value (134.77), this value is considered to be significant because the related p value (0.000) is less than 0.05. The beta coefficient reflects the impact value by each independent variable (factor). The results reflect the simultaneous impact of all the mentioned factors on the dependent variable. Accordingly, the physical environment and sales promotions showed a non-significant explanation to the variation in the dependent variable. On the other hand, the other three remaining factors contribute to the variation explanation in the dependent variable. Customer service recorded the biggest impact value expressed by the beta coefficient (0.421) followed by the qualified and experienced pharmacists (0.305) then by convenience (0.082). The value of R 2 expresses the percentage of variability observed in the dependent variable when using the independent variable to predict it. R 2 for this model is (45.9 %) expressed as a percentage. The adjusted R 2 (modified R 2 ) is used as a better indicator for the population expected R 2 , obviously the difference between the two values are so small, indicating that the current sample R 2 reflects a good indicator for the population variation.
Test the Second Main Hypothesis
Ha2 There is a statistically significant mediation effect of branded pharmacy on the direct relationship between the independent variables and the dependent variable at (α ≤ 0.05).
To test this hypothesis, Path analysis was used. The results are included in Table 11 . Table ( 11) shows the mediation effect of branded pharmacy on the relationship between the selected factors and pharmacy selection. The magnitude of direct effect of the independent variable on the dependent is expressed by the path weight (β) which is 0.567. The indirect effect caused by the mediator variable is estimated by the mediator's path weights. So the magnitude of the indirect effect is estimated to be 0.124, as a result, the total effect is expressed by the sum of the direct and indirect effects which equals 0.691. The sig values of the mediator paths are statistically significant, therefore, it can be concluded that branded pharmacy partially mediates the direct relationship between the factors affecting customers' selection of pharmacies in the city of Amman and the pharmacy selection decision. 
Testing the Third Main Hypothesis
Ha3: Selected demographic variables (Gender, Age, Marital Status, Educational Level, Monthly Income, Pharmacy Visits frequency, Number of house hold members) have a significant moderation effect on the direct relationship between the independent variables and the dependent variable at α ≤ (0.05).
To test this hypothesis, multiple linear regressions were performed on each of the demographic variables. The results are included in the Table 12 below. Table 12 shows the direct impact of the demographics as moderators, which is expressed by value of (β). The values are not statistically significant as the sig value of t statistics are more than 0.05 in all examined variables, concluding that the direct impact of the moderators is not statistically accepted. Based on the sig values for the effect of moderation interaction, the alternative hypotheses are rejected.
Discussions and Conclusion
After identifying the factors affecting customers' pharmacy selection and evaluating the effect of each factor on pharmacy selection, the research concluded that customer service has the highest impact on customers' pharmacy selection among all other examined factors followed by qualified and experienced pharmacists and convenience respectively, whereas the factors sales promotions and physical environment have the lowest impact. In customer service, the most rated item by the research sample is the availability of different payment methods, followed by products availability while the least rated item is offering extra medical services. This maybe because the majority of respondents are between the ages of 24 -30 years old, married with a bachelor degree whose have a busy lifestyle; therefore, they need to be served efficiently and quickly. Providing all the products sought in one pharmacy as one-stop shop, with convenient payment methods and wide insurance coverage are important to the examined population. These results are aligned with Merks et al. (2014) who pointed out that customer service is the first factor which patients consider while choosing a pharmacy in the UK, whereas it came in the second place in Poland (after location of the pharmacy).
According to Merks et al. (2014) qualified and experienced pharmacists is an important factor affecting pharmacy selection in UK, which correspond with this research result as the factor of qualified and experienced pharmacists is rated the second most important factor affecting pharmacy selection in Amman, and this promising result means that Amman residents are aware about the importance of the pharmacists role in improving public health. This could be because of the relatively high educational level of Jordanians, since 85% of the respondents have diplomas or higher degree. Considering the pharmacy staff experience rather than other factors such as sales promotions activities; reflects high level of awareness, despite the fact that Jordan's economy is burdened due to adverse regional developments, in particular Palestine occupation, and Syria and Iraq crises (World Bank, 2018). Moreover, Wazaify et al. (2008) stated that around 63% of the population tends to seek advices from the pharmacist rather than doctors in minor diseases in Jordan and more than the half always follow pharmacist directions about over-the-counter medications.
Convenience has been studied extensively in the literature (Bahadori et al, 2016; Merks et al, 2014; Aboumoghli & Alabdallah, 2012; Chamhuri & Batt, 2009; Al-Hassan, 2009 ) and it is the third most important factor affecting pharmacies selection in Amman. The importance of this factor stemmed from the urgent need of pharmacy products in most cases, as the majority of the products sought from pharmacies are prescribed medicines, which normally lead the customers to choose the nearest pharmacy to their home, work, or physician's clinic. However, around 75% of the respondents visit the pharmacy at least twice per month, so they mostly would select a convenient pharmacy. Pharmacy easy accessibility is the highest item rated by the respondents while availability of valet parking service was the lowest item rated among the convenience dimensions. It should be clear that the idea of valet services are relatively new to the Jordanian society and used to be a service only provided by 5 stars hotels and restaurants (Abu Hammour et al., 2019) . Wazaify et al. (2008) showed that only 26% of respondents visit the same pharmacy because of its convenience location and proximity to their resident or work. Abdul Kareem (2013) found that connivance is not among the factors affecting pharmacy selection in Malaysia. While in Saudi Arabia, Qatar UK, Lebanon, India, and west Australia most customers buy from the same pharmacy mainly due to convenient location and working hours (Kevrekidis et al., 2018; Iskandar et al., 2017; Shaharuddin et al., 2015; El Hajj et al., 2011; Chamhuri & Batt, 2009; Al-Hassan, 2009 ).
As mentioned before, Jordan is struggling economically and the populations are considered price sensitive. Despite the fact that nearly 45% of this research sample has a monthly income less than 700 JD, the results show low impact of promotions on customers pharmacy selection, this may be due to the medical nature of the products offered by pharmacies and the fact that choosing the best course of medicine is more important to customers than doing some savings, in addition to the highly restricted regulations imposed by the Jordanian Pharmacists Association concerning medications prices, discounts, offers and any other type of sales promotion whether for independent or chain pharmacies. This is consistent with studies coming from other markets such as Poland and Lebanon, where sales promotions found to have the least impact on customers' pharmacy selection (Merks et al., 2014; Iskandar et al., 2017) .
Physical environment has the least importance in selecting pharmacies in Amman, and this can be explained by short pharmacy visits duration, since buying a medication or filling a prescription should not take more than few minutes, thereby the customers may not pay much attention for the details of the environment surrounding them. This is contradicting Wel et al. (2012) results, where store physical characteristics are among the most important factors affecting drug store selection for Malaysian consumers.
According to the current results, the branded pharmacy has a partial mediating effect on the factors affecting customers' pharmacy selection. Although 42% of the respondents have no preferences towards any pharmacy (whether branded or independent), the pharmacy brand name still has a slight impact on customers while choosing a pharmacy to buy from. Due to the above discussed restrictions on pharmacies marketing, customers cannot differentiate pharmacies easily. This is constant with Abdul Kareem (2013) results, where only weak positive relationship between store brand and pharmacy selection was found. However, Ayub and Mustafa (2017) found that the majority of respondents believed that independent pharmacies need to improve the appearance and increase their professionalism to compete with branded ones, indicating that some customers may prefer the branded pharmacies services over the independent ones.
In the current study, demographics didn't show any significant moderation effect on the factors affecting pharmacy selection. This could be due to the type of the products sought from pharmacies (mainly medications) and anyone who might need a medication, regardless his age, educational level, marital status, lifestyles, and habits, would think relatively the same. Malewski et al. (2015) found a significant difference between residence region (urban and suburban) regarding customer-pharmacist trust, customer service, and pharmacy accessibility. Moreover, Abu Hammour et al. (2019) stated that patients in Jordan with busy lifestyle showed higher tendency to use the drive-thru service than others, which contradict the results of this research.
Recommendations
In the light of the presented findings, the following recommendations are suggested:
Since the customer service factor has the highest impact on pharmacy selection, pharmacies should focus their efforts on providing superior customer service to create better customer experience leading to their selection by customers in Amman. This can be achieved by offering different and creative medical services, different payment methods, wide range of products and dealing with the majority of the insurance companies operating in the city.
Due to the high effect of pharmaceutical care on customers' pharmacy selection, pharmacies must invest more in their staff through recruiting qualified pharmacists who are willing to provide superior pharmaceutical care, conduct regular training for them in both medical and customer service fields, reward and motivate them by incentives and promotions to support them against the stress of such jobs.
Pharmacy location is also one of the important factors affecting pharmacy selection, choosing a good location is very important issue; the pharmacy must be easily accessible, has convenient operation hours and offers good parking facilities. This might be a recommendation for new pharmacies rather than the already established ones.
On the other hand, pharmacies should not focus their efforts on certain promotional activities such as loyalty cards and advertisements because these factors have low impact on pharmacy selection among the customers who live in Amman.
Future Studies
Any research that can overcome the limitations of this research will be a good future research area. For instance, conducting the same research on a larger sample size to include all cities in Jordan will help the generalization of the results. In addition, the researchers propose conducting the same research while examining other factors that may affect the customers' selection of pharmacies. Also, conducting a similar research on other healthcare sectors (hospitals, clinics, imaging centers and medical laboratories) to compare the results and understand the consumer behavior and attitudes toward the medical sector. Conducting similar study on other services and goods would help create a better understanding of the Jordanian consumer behavior and attitudes in general will be an interesting area for future research as well. Finally, conducting the same research in other regional and international markets to compare the results might enhance our understanding to the factors affecting pharmacy selection in different cultural and social contexts.
Limitations
The researchers faced difficulties in conducting the research on larger number of pharmacies, because many directors (both branded and independent pharmacies) refused to allow the distribution of the questionnaire in their pharmacies. The researchers had to wait in the public street to meet customers leaving such pharmacies. In addition, and due to time and financial constraints, the researchers were unable to expand the research to include other cities in Jordan. This was solved by focusing on Amman which is the largest city and the capital of the country that has almost half of the Jordanian population live in.
